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The fashion industry is an intricate, fast paced,
increasingly complex world of design, technology and
business that a great many people find fascinating and
alluring. As the number of businesswomen executives is on
the increase, and this group of people looks much more
into high fashion to wear to work, there exists a huge
potential for the local stores to tap into a highly-
prosperous women fashion market.
New York is a fascinating place for women clothings in
high fashion. The department stores there have excellent
merchandise for women to choose from. Boutique chain
stores inside these department stores are well-managed,
beautifully-decorated and most exciting of all, with
daintiness and style. As for Hong Kong, it seems to be
true that the upper-end department stores in the region
possess a great many opportunities for growth. The author
has examined and analysed the differences and similarities
of the two places. Some conclusions of how Hong Kong's
up-market department stores can gain a sustainable
competitive edge in the-local competitive business milieu
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.have been drawn.
In-depth interviews were conducted to solicit down-to
earth information from active participants. The main
technique to use throughout the entire research process
lies in participant observation, that is, a descriptive
approach to make qualitative analysis and deduction. For
example, the participants' performance during the
interviews and the manners in association with their
answers were carefully recorded so as to draw insights on
their fashion sense in tandem with the companies they are
working for.
After a thorough literature review into the mayor
ingredients of a successful department store, that is
concept of fashion, the retailing business and the role of
the Fashion Director, a dichotomy of the department stores
in both cities was made highlighting the differences in
the store and customer profiles.
It is through a complete discussion on the strengths of
the local Hong Kong up-market in women fashion industry
that some well-thought-out strategies and recommendations
are made. They are as follows:
41) Women executives are concerned about the significance
of clothing in getting the chance of promotion for career
development.
2) The newly-advent group of businesswoman executives
places more emphasis on high-class fashion with an
aesthetic appeal instead of low-to-medium clothings for
work.
3) There is a niche for, the up-market department store
to tap into the up-market for the new breed of women
executives.
4) On the store level, both exterior and interior
displays must coincide to project a vivid image of high-
class decoration to attract the targeted customers:
a. window displays reveal the sense of visual
merchandising for visual appeal
b. roomy space to form a cosy environment that defines a
high-class area to shop around by customers
c. good packaging of products with augmented features to
reveal classy products
d. sales force must be specially trained to project a
fashionable stylish flair and charisma by label designers
and personnel staff
e. services to be provided include fashion shows, up-to-
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the-minute catalogues to be displayed for customer
collection and escort services/enquiry counter available
to give appropriate answers to queried customers
f. the indispensible role of the Fashion Director to
plan, direct, organise, evaluate and control the entire
business of achieving a fashion image inside and outside
the store to reach-out for customers.
As a summary, it is through constant evaluation into the
practices and concepts of the fashion world that the big
up-market department store can fill the niche. And
together with a flexible vision into the business by the
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1.1 Need for the study
At all times people in tasnion are zalxing a.Douz wnaz is
new for the coming season. They are ahead of the time
schedules to plan for the fashion to be worn for the
season. What is new, for example: the shape of spring,
pants revival, new fashion empires, stockings and all the
accessories in tandem with the season are discussed and
analysed. Fashion is always looked upon as the talk of
town.
Admittedly, what is coming is plenty of body dressing:
small skirts, close-to-the-body tops, a minimalist look
even in bare little black dresses. But beyond body,
there is also evident thought about clothes with ease:
longer, flowing skirts, new pyjama pants, shirts on a
bigger-than-big scale. Pyjama pants for warm weather turn
up with wide legs, in soft fabrics, everywhere from Ralph
Lauren and Calvin Klein to Italy's Byblos. Generally,
this is the forecast for the .1988 spring collection made
2by the fashion people to add colours to the most
fascinating world of fashion.
,However, regarding the up-market department stores in
their choice of merchandise to fill the market needs,
there remains strong interest to the author to investigate
into the fashion corners present in the store. Areas of
interest are like'the kinds of merchandise being offered,
the availability of sales force to boost sale, the display
to match with the store's image and the marketing
strengths to be exploited.
This research report is aimed at the exploration into the
women fashion industry in the up-market department stores
as observed in the two major cities in the world, that is,
New York City and Hong Kong. Both cities have the
credentials in the expansion into the global up-market
fashion world. The role of the leading up-market
department store in building up a strong, fashion sense
amongst the customers is discussed. The concept of
fashion as well as the retailing business are delineated
for the search of a model of marketing strategies in a
high-class up-market department store. As observed
locally, there is a niche for the up-market department
store to probe into the women fashion industry. Thus, can
the up-market department store make use of this potential
and how it is going to do form the basis for the need of
this study.
3Since there are both similarities and differences between
the two cities in concern, the department stores will be
listed accordingly to outline the major attributes they
possess. The trend of women fashion industry will be
evaluated based upon the analysis of the major department
stores of the two cities. Should Hong Kong copy from the
major features in New York City or vice versa remains a
good question to ponder over. Can the up-market
department of Hong Kong flourish under the severe
competition to stand itself out from the others to attract
targeted customers into the store poses another question
for discussion.
1.2 Research Objectives
My research report puts special emphasis on the up-market
department stores in the two regions, i.e. New York City
and Hong Kong. Areas of attention are as follows:
a) To have an understanding of the different practices
employed by the up-market department stores in two regions
with cultural differences
b) To analyse the existing marketing strategies of tY
department stores in the two cities in boosting sales
c) To make a comparison between the two cities in their
4reception of fashion trends and influences for evaluation.
d) To take note' of the role U i si11U11 u.Ll.Ck:I.V.L 111 1.116
organisation and, planning of the store's directional moves
in the company
e) To look into the local market for niches to be
exploited by the leading up-market department stores in
Hong Kong
f) To form a basic model list of considerations for the
up-market department store to promote its women fashion to
prospective customers
g) To report on the potentiality of the up-market
department store in the local arena for markets into the
women's fashion
h) To inspire those who have deep interest in the
fashion industry to explore into the market and those who




This part of literature review w111 i e ud=,Cu upui, L.11=
discussions on the concept of fashion, the retailing
business of the major up-market department store, and the
role of the fashion director of such department store.
2.1 concept. vi r aaix-'-
Based on general perspectives, Fashion is defined
as public consumption through which people communicate to
others the image they wish to project. (1) This definition
contains three primarily descriptive components: public
consumption, communication to others, and image. The
definition also involves a prescriptive component: wish
to project. This latter characteristic concerns the
normative implications of the desire to win approval,
respect, or prestige by appearing stylish, sophisticated,
or chic.
By focusing on public consumption, the definition of
fashion stresses the role of conspicuous usage that is
6open to inspection by others. Fashion behaviour entails
some display of one's preference ''hierarchy, some outward
manifestation of inward evaluative judgements. Fashion
involves overt consumption behaviour that makes one's
tastes or values accessible to the awareness of others.
Also important to note is in the world of fashion, no
woman is an isolated figure. Rather, fashion emerges
cross-sectionally in the clusters of revealed preferences
that define contrasting life-styles.
An examination of the literature confirms clothing as
a significant and pervasive influence on the perception of
personal characteristics (Conner, Peters, and Nagasawa
Douty 1963 Hoult 1954 Nielsen and Kernaleguen 1976
Rosencranz 1962 Ryan 1966) and on subsequent behaviour.as
well. The characteristics conveyed by a costume depend
upon the line, the silhouette, the boldness of daintiness
of detail, the texture, and the colour or colour
combination, each element reflecting certain qualities of
the wearer.
Texture provides a sensory impression that is
visually perceived as well as felt. Fabrics that are
coarse and heavy denote an impression of ruggedness and
generally masculine qualities, while soft, delicate
fabrics generally suggest femininity and womanly charm.
Colour,. on the other hand, is perhaps the most
expressive element of clothing design. It stands out
7conspicuously the colour a wearer endears. The power of
colour to convey the state of emotions.-is effectively
utilised in many respects. Similarly, colour can be used
effectively by individuals to create the, impression they
desire. It is noteworthy that an understanding of the
psychological reactions to clothing design elements may
aid a woman in assembling clothes or, dresses that convey
the characteristics that are in her best interest to
convey.
The ancient Chinese terms of Yin and Yang can
best outline the characteristics conveyed by individuals
and their costumes. Yin stands for gentleness,
tactfulness, and warmth (traditionally feminine qualities)
and Yang refers to strength, forcefulness, and dignity
(traditionally masculine terms).
The design components that combine to give these two
characteristics are in the following:
i) Yin- short, broken lines curved lines
rounded silhouette gathered fullness horizontal and
upward movement of line small scale soft, dull, delicate
textures medium to light colours soft intensities and
cool hues.
ii) Yang- long, unbroken lines straight,
angular, and continuous lines vertical and downward
movement of lines straight or modified straight
8silhouette large scale heavy, stiff, and coarse tfxture,
few details dark, bold colours strong contrast in
values, and warm hues. (2)
The former one spells femininity whereas the latter
musculinity. Thus, colours of the clothing form a
significant part in the selection of the appropriate
costume by the customers as well as the merchandisers in
their choice of the right products for the store. The
Yin/Yang classfications are useful in the investigation of
the influence of clothing on the perception of personal
characteristics.
2.2 The Retailing Business- Department Store
Retailing is the final link in bringing the product
to the customer. It is a fast-paced, challenging,
continually volatile business which requires management
and 'operations staff of the department store to react
instantly. The successful fashion retailer store must
anticipate customer needs and desires months before the
customers themselves are conscious of them.
To survive in the highly competitive business of
retailing, a few key retailers are leading the way in
expanding the concept of merchandising to create the
store as theater- an area for entertainment and
relaxation. With the adventurous exploration of a range
of services, activities, and events, they have become part
9store and part entertainment. 1n15 u laiyc- y
contributed to the largest retailing boom in the past
decades. The concept of store within store is highly
promoted to attract customers into the store for leisure
buying and visual nourishments in the most up-to-date
fashion trends in the regions.
The high-class image of such department store is
promoted through status-conscious advertising, high-
profile shopping bags, unique window displays, and perhaps
most significantly, through visual merchandising.
Interestingly, stores have been transformed into mini-
cities offering an enchanting panorama of sights, sounds,
and providing entertainment and excitements along with
their merchandise.
The world of retailing encompasses the planning,
purchasing and promoting of merchandise, managing the day-
to-day operations and training personnel, and ultimately
selling to the customer. In a large department store, the
work is divided into several major areas of responsibility
which integrate their activities to create a smoothly
running operation.
The merchandising division, headed by a fashion
merchandise director, initiates the planning and
purchasing process for each season. A staff of
merchandisers research the market, analyse trends, and
ultimately attempt to buy the right merchandise at the
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right time. These buyers, each responsible or a
specific kind of goods, prepare a buying plan based on the
trends, market conditions, and an analysis of the
department's previous inventory and sales records for any
adjustments and evaluations. Usually, after the plan has
been reviewed and approved by the fashion director, buyers
shop the market, select the best manufacturing resources,
and purchase goods subject to the approved plans and
within the limits of their open-to-buy budget. They are
also held responsible for negotiating terms of payment,
prices, and delivery dates with the manufacturers and
follow-up on delivery schedules. In addition, they must
be sensitive enough, like the accountants and finance
guys, to calculate the markup on each item so that the
selling price is competitive but still brings a profit.
Market information must be reflected to the concerned
parties for maintaining and improving profits growth.
In addition, they must have stamina and a high level of
energy, as the job requires long hours of being on their
feet as well as physically moving merchandise when
necessary. Buyers also work closely with sales promotion
division to plan sales events and advertising campaigns in
tune with the overall image of the store.
The sales promotion division communicates with
customers about the merchandise and services. available
from the store through advertising, public-relations
activities, and display or visual merchandising.
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Concurrently, they work hand in hand with the
merchandising staff to plan all sales promotion events and
to develop advertisements, catalogues, and direct-mail
brochures.
Staff positions in the sales promotion ana
advertising area are limited in number and almost always
require strong background in the field. Small in-house
departments may work with outside agencies and free-lance
talent in developing promotional literature and
advertising campaigns. Promotional events such as fashion
shows, seminars, and other programs are handled by a small
department of experienced people. Visual merchandising
and window displays are ordinarily designed and executed
by a staff.
2.3 Role of the Fashion Director
The fundamental framework of the responsinlilzies
held by the Fashion Director would be:
i) The projection of the fashion image of the store
through promotional and public relations activities and
ii) The projection of the fashion image of the store
through the presentation and selection of merchandise.
That is, the Fashion Director is to be responsible for
getting the right fashion story to the customer
(presentation of merchandise) and to make sure the store
has the right merchandise to back it up (selection of
12
merchandise). (3)
The first is promotional in nature the second is
merchandise oriented. The first is mostly concerned with
the store's efforts with displays, fashion shows, special
events, and promotions. The second is highly involved in
market research, merchandising objectives, and personnel
training. Even within these two areas a Fashion
Director's responsibilities reach out into many other
areas. This role requires strong store management skills
which includes overseeing the balance of merchandise
categories, making sure that all problems are dealt with
efficiently, and overall supervision of the entire staff.
The Fashion Director must provide leadership in planning
and setting goals, in creating an image of the store, and
in maintaining good community relations. It is a position
of major responsibility requiring extensive and varied
retail exuerience.
The Fashion Director keeps a thorough look over a
number of areas. These areas can be divided into three
distinct parts, namely, before market, during market and
finally the afterview.
In the first phase, that is before market, the
responsibilities of the Fashion Director lie in research,
Pvaluation and interpretation.
i) Research'- this includes visiting and consulting with
fiber companies, fabric houses, and the leather industry
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on colours, textures, and trends. It .is logical for
fashion to begin at the fabric level as many a clue is to
be found in this area. Besides, the Fashion Director has
to work with leading designers and review collections of
important fashion sources from cities like New York,
Paris, Milan and London. To gather information from the
leading fashion magazines and learning what they will be
covering editorially in advanced issues is of much
significance. Potential customers are likely to search
through the most fashionable magazines for information of
purchase.
ii) Evaluation- an alert Fashion Director daily reads
the trade publications and leading newspapers. Besides,
the role also expects the Fashion Director to read
carefully and religiously the up-to-the-minute evaluation
forecasts coming across her/his desk from the store's
associated buying office and from fashion consultants.
The process of evaluation starts to list out all
trends in order of importance, i.e. leading silhouettes,
leading fabrics, leading colours and patterns, newly
projected combinations of colours, patterns, and fabrics
and the newest accessory treatments. The next step comes
when the decision of which is promotable store-wide and
department-wise. By listing in order of importance, the
evaluation process becomes a process of elimination.
Through this system, 'it is easy and time-saving for the
Fachinn nirPtor to select those from the top which is
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thought to be best applicable and suitable for the needs
of customers.
iii) Interpretation- after the Fashion Director has made
the evaluation of all the trends for the coming season, it
is the all-important translation of all the facts,
presented orally along with printed material and an
illustrated presentation, that makes all the difference.
The transmission of the concept of fashion for the coming
season is made clear to the sales force and the
responsible parties. This is to ensure coordination and
cooperation among staff to perform duties both efficiently
and effectively. Up to this stage, the fashion staff is
required to possess the knowledge and sensitivity towards
the fashion concept of the approaching season.
In the second phase, that is the merchandising
responsibilities of the Fashion Director during market.
With a good basic plan in mind of what the fashion
campaigns will take shape in all areas for the coming
season, the direction of fashion choice is fairly well
spelt out. The Fashion Director shops the resources with
buyers and merchandisers so as:
i) To help guide for good fashion selection and avoid
duplications
ii) To help guide for good coverage of trends planned for
promotion
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iii) To buy for windows, displays, and fashion shows
iv)To introduce buyers and merchandisers to nev
resources. (4)
It is best to work according to plan, however, there
must be flexibilitiy for addition or subtractions, and
decisions very often must be made while in the market.
In the final phase, that is the Fashion Director's
merchandising responsibilities after market. Coordination
with management is required of the Fashion Director to
schedule store-wide promotions departmental promotions
fashion advertising including newspaper, radio and
television display changes like windows, interiors,
shops and fashion shows and fashion events. At this
point, all necessary changes have been made exactly to
what the fashion campaigns for the coming season will be.
The plan is firmed up with the exception for any items of
new development. Copies of the projections and plans will
be sent to all the personnel affected.
d) Fashion-Training of Personnel
A most vital part of the action put behind fashion
campaigns to make them work is the existence of a strong
work force. This requires extensive training of the right
candidates for the work. It is of great importance that
all the store's people, on all levels, have a uniform
understanding of what the fashion direction is and how to
manipulate it to cater to various customer needs. Thus,
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comprehensive training sections should be set up and
scheduled prior to the arrival of merchandise. The work
force is to be educated to understand what is the most
appropriate fashion for the store and how to market the
merchandise to the customers.
e) Philosophy of the Store
When working with management, the Fashion Director
should never lose sight of the store's philosophy. In
fact, this is the most dependable guideline for the
position to steer the overall direction of the store. A
list of the purposes and goals of the store should be
taken into account. They are as follows:
i) To direct all efforts to establish the store as a
leading fashion authority
ii) To guarantee the customer the best value at the best
price
iii) To provide the customer with everything of fashion
importance that is new and to provide it first
iv). To strive for personal identification with each
customer, through specially trained personnel and
v) To provide the ultimate in services with courtesy and
dependability. (5)
The work of the Fashion Director in an up-market
department store should be in tune with the store's
philosophy. The objectives are set by management and the




This research report rests largely on the analysis of the
department stores in question. It is qualitative in
nature rather than quantitative. The methodology employed
is largely divided into three distinctive parts, namely,
field work, participant observation and model
recommendations. This has contributed to the primary data
collected for the report. Secondary data is collected
through company's annual reports, magazines, reference
books, articles, newspapers. and documents.
3.1 Field WorK
According to Hughes (1960, p.v.), the definition of
field work refers..... to observation of people in
situation finding them where they are, staying with them
in some role which, while acceptable to them, will allow
both intimate observation of certain parts of their
behaviour, and reporting it in ways useful to social
science but not harmful to those observed. (6) Such
diverse methods as interviewing, observation, and the
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analysis of documentary materials or other group products
may be utilised.
The two areas are explored, that is, New York City
and Hong Kong. Field work included is the searching of
the major up-market department stores for discussion.
Four such kind of stores were found in New York City.
They are Bergdorf Goodman, Macy's New York, Saks Fifth
Aveune and Bloomingdale's. The author of this research
report was able to investigate into these stores
personally and obtain primary data from interviewing with
the fashion. directors and merchandisers of these stores.
On the other hand, two high class department stores in the
local arena were selected to form a comparison with those
of New York City. They are Lane Crawford and Shui Hing
Department Stores. In-depth interviews were also
conducted with the fashion coordinators of these two
stores. It is believed that through such interviews
information could be obtained Ito serve research
objectives. By interviewing the subjects in an
organisation, a significant characteristic is found
showing that subjects in organisations are bound together
in a common network of relations. (7) Thus, by having
interview with those parties in concern is a good tactics
to draw a common set of values of the fashion staff
towards the organisation. A set of questions is drafted
beforehand and taken to the interviews in order to form as




The purpose of participant observation is to sort the
constant and relevant aspects of a subculture from the
accidental and inessential (Glaser and Strauss, 1967) in
order to analyse a group's perspectives and to describe
the imponderabilia.of actual life and typical behaviour
of members (Blumer, 1969).
Active participant observation provides the
researcher with information from a variety of resources.
Participants in organisations who play different roles are
also included in the study. These individuals are
representations of the companies in which they work for.
They are thus observed in the interviewing settings within
their work situations. Hence, interactions with
participants in the interviews were reported.
Other than formal interviews conducted with the
fashion directors and merchandisers, the author researched
in the stores and received secondary data for the analysis
of the report. The author personally shopped around into
the surveyed stores and collected relevant brochures and
catalogues. By participating in the buying and selling
process of the stores, information on the operations of
the stores can thus be gained. The advantage of this
method, unlike interviewing, is that it allows the
researcher to record behaviour as it occurs and thus frees
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me from depending on the respondent's ability or
willingness to describe his or her own actions. This kind
of participant observation is combined with occasional
questioning of the participants to determine the meaning
of their comments or actions. More valuable would be
those volunteered statement answers not specifically
made for the question. Participant Observation is a
synthetic method which enables the researcher to use a
variety of approaches including direct observation and
document analysis. Pohland describes this approach (1972)
as multi-method, multi-person, multi-situation, and
multi-variable. Thus, for example, by looking around
into the decorations of the stores, both the exteriors and
the interiors, the author could obtain the relevant data
to make comparisons of the store's operational and
management structures. A lot of observations are made in
such a way for qualitative dichotomy and derivations.
As a result, the participant observation research
results are communicated primarily through the descriptive
narrative. The narrative of this report thus includes
segments of the field notes, summary observations and
interpretations, references to the literature and
documents and a final recommendation based upon a
thorough analysis of the abovementioned collected data
through various means.
3.3 A Model Recommendation
By making a comparative analysis on the factual level
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of the women fashion industry in the up-market department
store in two different cities, evidence collected is used
to back up the suggested strategies to be taken by the
department store under discussion. The information and
data collected are utilised to find the common
denominators which will form a basic model of
recommendations of how an up-market department in the
local region can excel itself in the women fashion
industry. This is to look for market opportunities for
profit improvement and image cultivation.
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CHAPTER IV
STORES IN NEW YORK CITY
Fashion has become a potent communication system for
women. Female customers are taking a more serious approach
than ever before. Gone are the psychedelic fads of the
60s and the non-conformity of the 70s. Fashion to women
has become more of a functional style. In the light of
the ever-changing demands of women nowadays, fashion
designers see a great opportunity in the new found freedom
of expression in women's apparel. They are capitalising
on a new line of clothing targeted to women. For example,
Anne Klein II line brought in over US$50 million in 1984
with its first full year on the racks. Working
concurrently towards this huge market and great
exploration are the roles being played by the department
stores in the two regions. The following are the findings
of in-depth interviews with the management staff of the




Mrs Corinne Coombe, Senior Vice President, General
Merchandiser Manager
The target market for the store is primarily aimed at
the affluent class both inside and outside the local
arena. There is a strong conviction of the store in
elegance and beauty with- an atmosphere conducive to
sophistication. The store has not placed heavy emphasis
on a large group of audience. Instead, the store looks at
only a small but concentrated group of target customers.
It is the one and only one store in the world, set up
about 75 years ago by Bergdorf and Goodman to spread the
Carriage Trade. Just as the term Carriage Trade
suggests, it means the trade with services provided only
for the upper market.
Talking about the shopping environment inside of the
store, it is one of comfortableness and cosyness. it is
to guarantee that customers shopping around in the store
would feel like going about the place and buy things in a
leisure and sophisticated manner. In response to the
growing number of women population in the place, specific
corners are assigned as designers' exclusive areas for
high fashion dresses. There are different sections
selling a whole variety of women's clothings to fill the
high market customers' needs while also satisfying their
fastidious tastes. Open spaces are in abundance so that
the theme of serving the customers in good faith is
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fulfilled and maintained at all times.
In order to serve customers well consistently, the
fashion section in the store is responsible for devising
and providing all the necessary training to its sales
force. Well-known and renowned designers are invited to
the store to make up-to-date presentations on the up and
coming fashion sense of their insights and designs. This
is an important education process for the sales force to
attain a firm grasp of what is and will be asked in the
fashion field about women dresses and clothings. The
trend of fashion for the coming seasons will be discussed
fully among the participants and the most becoming style
to be taught for a better understanding of what fashion
is for today's women. Besides, seminary are also
conducted in-house by management staff to provide first-
hand information about the store's latest marketing
strategies and tactics. To complement with such need,
fifteen minutes are devoted each morning to educate
salesladies and salesmen for better services to customers.
The seriousness of management in achieving the highest
standards is manifested by their corporate philosophy-
management by walking around. Management checks into the
store unremittingly and indicates spots for improvements
whenever necessary. However, praises will be generously
given when the right course of action is taken by staff.
The overall marketing strategy of the store is to
strive for excellence in every respect. Providing
satisfactory services is far from enough to maintain its
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image but. only through excellent efforts will the store
excel itself among the major competitors in the region.
The up-market image of the store is also enhanced by
the extravagant bathrooms built for customer's
satisfaction. It is marble-floored with a lounge area for
relaxation and chatting. A maid dressed in servant's
clothes is there to serve. Clean and elegant as this area
looks, the often neglected area is taken seriously which
matches perfectly well with the overall high class image
of the store.
There are altogether 7 storeys in the complex. with
the 3rd and 4th Floors primarily for women fashion. On
these floors, a number of the world's well-known brand
names is available for sale. The whole list covers Calvin
Klein Shop, Chanel, Diane Freis, Donna Karan Boutique,
Escada, Fendi, Geoffrey Beene, Giorgio Armani, Givenchy,
Ungaro Boutique, Ralph Lauren Shop. These are designers'
counters with highly priced clothings.* Catalogues
specifying new items and fashion trends are placed in
front of these counters for customers to pick up. The
existence of these designers' counters forms a very
clearcut image of a high classy department store.
Bergdorf Goodman offers customers with beautifully-
designed catalogues to be distributed to its charge
account holders. Just last Christmas 1987, a golden-
plated like booklet was professionally designed and
distributed to the store's customers on the mailing list.
26
The'. list has been compiled according to the number of the
past and existing charge account holders. (Appendix 1)
4.2 Saks Fifth Avenue
Ms Susan Hughes, Fashion Director
There is a dynamism of the store as evidenced from
the lively talk with Ms Hughes. Altogether there are
forty-four Saks Fifth Avenue stores in the world and three
new stores will be coming up by the end of 1988. The
store in New York City is under expansion for probing into
the market for women fashion.
One special feature of the store is its Fifth Avenue
Club. This is a one of its kind invention in the region
to serve prospective customers. The Club provides one-to-
one service when required by its customers. Time will be
saved and convenience to the customers achieved as Saks'
sales staff would escort these customers to look for their
goods to buy. No extra service fees are charged on these
customers. The Club has gained a steady increase in the
number of its customer base and sales are recorded high as
a result of this exclusive service being provided to
customers.
In addition to such ready-to-please approach to
customers, Saks also launches fashion shows inside store
to promote fashion sense to its clientele. In times of
overstock period, discount sales will be pushed forward to
be rid of the over-supply of merchandise but maintaining
all the time a fresh and up-dated stock of goods. Trunk
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clothes will be put on sale before a massive launch of
promotion is to take place. These are sample clothes for
preferred- customers to acquire before the public has any
knowledge about it. Cards together with the latest
fashion catalogues from the store are sent out to invite
them to the store to make their first purchase. For the
preferred and prospective customers, the store owns a
large mailing list so that brochures about the store's up-
to-date functions will be announced. This is to keep them
abreast of the most recent stock of clothing available at
the store. Regarding merchandising, the staff has two
times for collection each year, mainly selecting goods
from renowned cities like Paris and Milan. For instance,
in October each year, responsible staff will prepare for
the Autumn collection for next year. There is always a
one-year in advance in the store's selection of
merchandise.
Totally there are nine floors in the whole department
complex. Women fashion categories are located on the 2rd
and 3rd floors where designers' collections and boutiques
are open. A small brochure is printed and displayed in
front of each of these counters for promotion. Inside the
pages of the brochure are the famous fashion models
wearing the designers' clothes to form a catchy effect.
This is to draw customer's attention into appreciation of
what clothings are available at the store. A detailed
description of the sizes and colours of the clothings is
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also inserted in the pages for customer's reference. In
addition to the services described in the above, Saks also
offers charge account to its customers. The application
form is carefully designed to be in line with the store's
overall image as up-market and quality store. A clearly
defined list of advantages of possessing such charge
account is printed on the front-cover of the application
form. (Appendix 2)
4.3 Bloomingdale's
Ms Petty Greene, Ready-to-Wear Fashion Coordinator
As regards the famous and major fashion designers of
the store for women clothing, Donna Karan, Calvin Klein,
Giorgio Armani and Christian Lacroix are the names. And
.again, the market segment for the store is upper-end
market searching for high class and high income buyers.
There are some sixteen Bloomingdale's stores in total
throughout the United States of America.
The marketing strategies of the store can be said to
have placed a lot of emphasis on advertising. Fashion
campaigns, visual displays in the store, and printing
media promotion are employed to arouse customers'
interests that prompt their positive action. Newspaper
like New York Times and magazines like Vogue are used.
At the reception area of the store, a unique service
is available named At-Your-Service. Unlike the service
offered by the other department store, Bloomingdale's is
apt to provide a more quicker service to the requested
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customers. Customers are-, escorted to the counters to
purchase what they need with special advice or
recommendations given to them by the well-experienced
sales force. This workforce is specially trained to
provide the customers with satisfactory escort services.
Hence, some kind of professionalism of selling techniques
is required of the staff in enhancing the right advice to
be given to the right customers to buy the right
merchandise.
Like the other stores in New York City, a specially
designed pamphlet with a floor plan and directory is made
to be picked up by walk-in customers. This pamphlet
serves the purpose of directing the customers to the right
place of purchase. All sections in the store are grouped
alphabetically on this pamphlet for easy and quick
reference. To find the women fashion section in the
store, the D category is for dresses and designers'
boutiques. (Appendix 3)
The Beatrice Dale Shopping Service offered by the
store is one'of its kind in the region. It is a complete
shopping service department. The unique consolidation
service enables customers to shop throughout the store
without writing a cheque, signing a charge, or carrying a
package until all the shopping is completed. Furthermore,
the Career at Your Service and the At Your Service,
Better Ready to Wear are the two distinctive service:
designed for the women fashion categories in the store.
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Both of these services are a total of personal shopping
service with expert guidance specialising in contemporary
women cl othina.
4.4 Macy's New York
Ms Carolyn Moss, Associate Fashion Director
The market for Macy's is in the middle to high class
range, with moderately priced merchandise to attract this
group. The driving force of the store is profitability
which pushes the store ahead.
To arouse customers' interests in the store, almost
every Thursday night there is a well-planned and well-
thought-out fashion show on the third floor of the store.
And at least once a month, a large-scale fashion show is
put up to boost sales and to serve as the main attraction
of Macy' s. This is of utmost importance as customers are
given the chance to view the essence of the latest style
of women's clothing categories.
As regards the fashion trend inside the store, the
selection is largely based upon European influences.
Places like Paris, Milan and London are taken as the
example for the choice of merchandise. The trend from
Asia has not yet been developed fast though Japan fashion
has once prospered in taking lead for a very short period
of time.
In boosting sale, discount days are chosen on a one-
day basis. As this is frequently conducted, it is hoped
that this strategy can attract a certain group of
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customers. In addition, there is a unique service being
provided by the store, i.e. Macy By Appointment.
Companies are welcome to ask for this service so that the
store would be responsible for buying gifts for staff
during big festive seasons like Christmas time.
Concerning the charge account of Macy's, one of the
major advantages of having such account is its wide use in
various Macy's stores in different parts of the world.
For example, the account can be used in New York, Texas,
Florida and Connecticut. Every account holder and his/her
family can find the nearest store to shop at. Shopping is
thus* manifested as easy as it is exciting. Besides,
Macy's has news in store for the charge account holders.
It includes the fashion news from classic collections to
up-to-the-minute trends and gift ideas for all. (Appendix
4)
4.5 Insights on New York Fashion
The author was pleased to have the chance to converse
with a well-experienced merchandiser in New York. She is
Ms Katie, a Taiwanese girl working in the women fashion
industry. According to Katie, there are at least ten young
designers who are prominent in the United States of
America. Here are some of them, Angel Estrada,
Christopher Morganstern, Patricia Clyne, Isabel Toledo,
Norbury I Osuna, Marc Jacobs and David Cameron. Designers
typically for the working women apparel would be Ann
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Taylor and Alcott Andrews. The most favoured colour for
women in the city is black. The next preferred colours
are dark grey and deep blue. However, there would be a
change for the next season in 1988. Predictions rest on
brighter colours for the coming spring and women are
expected to welcome such an abrupt change.
Generally speaking, women of the New York City are
more carefree as compared to other cities. As quoted from
Katie, People in New York are quite sloppy, they have
style of their own and wouldn't like to follow-suit
other's tastes. It is individualistic and at the same
time unique in its own right. One significant point
about women in New York made by this fashion merchandiser
is that they do not really care so much about what other's
view of them and what are put on themselves.
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CHAPTER V
STORES IN HONG KONG
Like New York, there are some well-recognised high market
department stores in the local fashion arena. To name a
few, they are Lane Crawford and Shui Hing. The following
are findings from the interviews and the participant
observations.
5.1 Lane Crawford
Since its incorporation in 1922, Lane Crawford has
successfully. dominated the upper class market segment.
The store is viewed, even in today's standards, as the
most prestigious department store in Hong Kong. It is
a generally accepted fact that the living standard of Hong
Kong is rising and the consuming power of the population
is increasing. As a result, department store business has
been growing steadily in recent years and Lane Crawford's
target customers are the top 4 per cent of the income
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group. (8)
The store has a prestigious image of European style
for years. Even the store bag is a guarantee of high
class style and an extraordinarily good buy from the most
high class department store. With respect to the store's
women fashion collections, Lane Crawford only buys
fashions from Europe and the United States believing that
the fashions of Paris and New York lead the fashion trend
of the world. Japanese designers' labels are hardly found
inside the store. Positioning of the store locally can be











HighQuality Price of ProductLow
Best quality and excellent service nas necome Lue
store's well-known motto. Lane Crawford is poised as the
leading up-market department store in selling high class
women fashion. Other than the main stores with Lane
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Crawford as the name, there are satellite shops for the
store.. These shops not only provide profits/income for
the main stores, they also serve as outposts to gauge the
upper middle class market. They form as distribution
stations which is a plus to test the potential of the
upper middle class market. These so-called specialty
or satellite stores are opened to expand into these
markets. In addition to the maintenance of the store's
status, these shops are targeted at those label-conscious
customers who are most willing to spend money on well-
known foreign brands of women fashion.
The most popular satellite shop under Lane Crawford
is Escada. At present, there are two Escada shops
located at Wheelock House, Central and Peninsula Hotel,
Kowloon. Brochures picturing the beauty models of fashion
are distributed to prospective customers through its long
compiled mailing list. Attention of the customers is
drawn into shopping Escada by the outstanding works as
seen inside the pages of the brochures. Since no price
and size is available for reference from these brochures,
interested parties can only go inside the shop to check
for price as well as size, colour, pattern and the like.
fnnAniX S1
5.2 Shui Hing
Like Lane Crawford, Shui Hing is also regarded
rally as the most prestigious and upper-end department
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store selling expensive fashion 'merchandise. It is not a
full-sized department store but, a medium-sized one with
30,000 square feet of floor space. The store is located
near the hub of tourist centre in the Tsimshatsui area.
Its successes in late 50's to 60's can be attributed to
the fact that the store sold foreign goods. It is claimed
to be the first department store to import merchandise
from Italy.
The store still remains as the trend sector in the
1980's with the fashion merchandise displayed on the 1st
floor of the store. The store is aimed at high-end market
emphasising high quality. The women clothings are high-
priced and more suitable for mature customers. On the 2rd
floor, however, there is a newly set up corner called
Expressions. This is to cater to the young market
segment from 10 years old schoolboys/girls to late teens.
This -is a new breakthrough for the traditional store which
reflects that flexibility in today's competitive retailing
business is a must.
Located in the Tsimshatsui area, the store's primary
target markets are tourists and the most affluent locals.
To maintain the store's traditional image of good quality
merchandise, westernised advertising policies are adopted
which mean that only the labels fashion apparel are sold
inside store. Tourists are still attracted to the store's
old image of good quality and elegant clothings for women.
Corporate tourist magazines are specially produced to be
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delivered to the tourists for easy reference to shop in
the store. The range of merchandise is still more
foreign-oriented with over 99 per cent of women's clothing
imported from other countries.
As regards its sale strategies, periods for large-
scale sale are seasonal. Usually during festive seasons
like the Chinese Lunar New Year and Christmas, creative
promotional theme is manipulated to boost sale. As for
the Magic Sale of 1987, some gimmicks were employed by
giving away cute and lovely Santa Bears to customers with
any purchase of a,required amount. Over 10,000 of such
bears were sold out within a very short period of time.
(Appendix 6) Also, some VIP cards are made to give
discount offers to prospective customers.
Referring to the fashion influences inside the store,
they are mainly coming from Italy for quality goods, from
France for stylish apparel and from London for
conservative-look accessories. Brand names are like
Pringles, Jaeger, Burberry's and Daks. Catalogues
available for collection inside store are supplied by the
brands instead of the store itself.
Like Lane Crawford, Shui Hing also has its own
satellite shop named Adam Eve located in the most
high-class shopping region in Central, the Prince's
Building. Inside the shop are elegant women apparels
being displayed in a unique manner- not many clothings to
crowd together which leaves much room for customers to
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walk around. Salesladies are charming who care also
dressed elegantly. This is to ensure a compatible match
of the shop's clothings with the sales people who are the
front-line staff to deal with customers. Normally,
customers judge the sales people as the indication of the
status of the shop.
5.3 Insights on Hong Kong Fashion
According to Ms Kathleen Craig, a graphic designer in
the fashion world, people in Hong Kong are label-
conscious. They are looking for high fashion clothings
with designers' names as the indication of high status.
Like the fashion clothings offered in Lane Crawford, the
two labels, Loewe and Escada, are favourably selected by
these people.
In terms of the fashion style worn by people in Hong
Kong, it is imitation rather than innovation. It can be
seen that the Japanese fashion style is admirably followed
by people looking for chic patterns and styles here. it
is a loss of the uniqueness in the way the people of Hong
Kong dress themselves. In addition, it is also a loss of
individuality. Their fashion style is influenced by peer
pressure which stifles any distinctive personal tastes.
As people here are follow-suiting the fashion trends
imported from other countries, they are only looking for
seasonal highlights. Thus,'they are more prone to buying
inexpensive clothings to replace their wardrobes
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seasonally. The up-market department stores in the local
regions are facing the problem of how to educate these
people to change their buying attitude for expensive




6.1 New York City
There is a fashion district in New York City. This
is crucial to the developments of fashion industry in the
area. A booklet on showroom directory is produced for
distributing to those who are interested in the industry.
This directory contains all the telephones and, addresses
for consulting into the stores. Frequent distribution of
the promotional leaflets of the stores is made to boost
sale on the one hand and to promote fashion sense on. the'
other.
New York is a creative melting pot of fashion. For
example, the 1988 spring collections shown there are
equally influenced by the Hispanic cultures of Central and
South America, Asian cultures and the multi-ethnic
American vitality that came to California from the eastern
United States. However, much influence still roots from
the big fashion cities: Milan and Paris. Influences come
into the city largely through magazines and newspaper,
that is, Women's Wear Daily is the fashion newspaper in
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New York. Everyday, there is fashion news to use
highlighting the latest trend and up-and-coming style with
pictures. Thus, fashion sense is greatly enhanced in the
city.
Besides, there are a number of fashion houses and
institutes available which is a great means to cultivate
fashion sense in the city. They are Cooper Union, Fashion
Institute of Technology, Laboratory Institute of
Merchandising, Parsons School of Design, Pratt Institute,
School of Visual Arts, and. Syracuse University.
6.2 Customer Profile
People in New York are quite confident of their
fashion style. They have their individualistic ways of
dressing themselves uniquely. In other words, they have
their own style of dressing according to their personal
fashion taste. Together with a lot of fashion accessories
like ear-rings, brooches, rings, necklaces and head-bands,
their costumes reflect a total difference from the Hong
Kong people who place less emphasis on those clothing
accessories.
People in New York are more carefree as noted from
the way they dress for work. The women executives wear
sport-shoes instead of high-heels being worn by Hong Kong
working women. Time spent on shopping for clothes by
women in New York tend to be less as compared to people in
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Hong Kong who take shopping as a means of relaxation and
entertainment. When the time for buying clothes comes,
these New York women just shop around for the day and make
their purchase quickly. This reveals the fact that they
are time-conscious and treasure the way time is spent.
Thus, whenever these women are going out for shopping
clothings and accessories, they shop around and buy
instantly at one time. They are less discount-conscious
and willing to spend money on the clothes they find
suitable for their personal tastes. Thus, discounts
periods like the Happy New Year or the Christmas have less
impact on how much they would spend on clothings.
6.3 Store Profile
With reference to the one-time shopping mentality of
the people in New York, the department stores are
generally much bigger and well-decorated to attract
customers to the stores for their purchase. They are
large and allow the displays of as many clothings as
possible in the fashion sections.
The floor space is roomy and cosy for customers to
shop leisurely around for their one-time purchase. Since
the store is generally very large, escort service to guide
customers in their selection of merchandise is provided.
At the reception desk of the store, there seats a well-
experienced receptionist to give answers to any enquiries.
This receptionist is a lady with good manners and courtesy
to service all in-coming customers. Other than these
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services provided in the store, one outstanding service
which the up-market department store in Hong Kong lacks
is the fashion show offered inside the department store in
New York. Together with the presence of the most renowned
designers to make explanations on their most recent works
and designs, the store draws much attention of the
potential customers to make their purchase.
Regarding the sales force of the fashion sections
inside the store, they are well-trained and less pushy
towards customers. Since they are held responsible for
representing the overall image of the fashion corners in
which they serve, they are themselves fashionable. They
project a vivid image of the latest fashion trend in
line with the boutique store's intended style. Thus, it
is all enchanting to look at the sales people there to
gain the understanding of the projections of each boutique
store inside the up-market department store.
6.4 Hong Kong
It can be so true to note that no one places more
emphasis on colours than the Chinese. The colour of the
clothing they wear to a wedding, a birthday or a
christening is carefully chosen to, above all else,
confers good luck and blessings on their hosts. The Lunar
New Year is a time when they place even greater emphasis
on clothes. New clothes for the new year are symbols of a
new beginning, and colours are a celebration of a happy
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occasion. (9) Thus, the festive seasons form a good basis
for the fashion section of the department store to gain
real businesses. And indubitably, more emphaisis like
the kind of merchandise and the quantity of goods is
to be taken into account during these times.
6.5 Customer Profile
The fashion trend of the city is mainly influenced
from other cities like Tokyo, Paris and Milan. Hong Kong
people are inclined to be followers and imitators of the
fashion poised in other cities. There is not much
creativity in the way the locals here dress themselves.
They take label-dressing to their hearts and regard this
is one way of expressing their status. They put on less
fancy items on their dress but they wear real jewellery to
great parties and during festive seasons. Prudence is
taken for granted in their choice of clothing apparel.
since to dress formally and elegantly seems to be a
means for the upper-end market customers to establish
and at the same time to maintain their status of the most
prestigious class here. Thus, they allow much time in
their selection of the most appropriate clothings.
Shopping around is not limited to only one day but several
days until the most suitable dress is found. These people
are most willing to shop frequently into as many shops as
possible and take shopping in the department stores a way
of entertaining themselves. Concerning whether they are
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discounts-conscious-minded, they are less time-consious
and allow themselves to wait until great sales to buy
cheaper clothings instead.
6.6 Store Profile
The major upper-end market department stores are
located either in Central or Tsimshatsui areas. However
high class they may appear, it is hardly comparable to the
department stores in New York. In terms of size and floor
space available, the stores in Hong Kong are much smaller
and crowdy. The lighting and shopping environment are less
comfortable for customers to look around.
The number of fashion boutique stores inside these
department stores is confined to less than ten. However,
like New York, all the boutique stores are ..well-known
labels with designers' names. This is in one way or
another catered to the label-conscious group of high-class
customers.
With respect to the services offered inside the
store, there is no reception table set up to serve the
purpose of answering any enquiries into the store. No
escort service is available to guide prospective customers
to make their buyings. No fashion show is organised to
form a major attraction of the store. Without this
coersive force to entice customers into the store can be
treated as a failure for the fashion corners.. Though it
is agruable that floor space is incomparable to allow for
such a show to take place, it should be noted that an
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informal one on a smaiier scaie can oe o use. DC51UCZ
there is no escorting service to guarantee that customers
are carefully served with the best services being offered
in the store. By looking at the sales force present at
the fashion corners, they are not projecting the image
of the store they serve. Their appearance and work dress
barely denote the fashion the store is selling. This is
again a failure of the fashion corners to attract
customers into the store to make the purchase.
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CHAPTER VII
STRENGTHS OF THE HONG KONG FASHION MARKET
Having looked into the existing practices and. concepts o
the up-market department stores in Hong Kong as 'a
comparison to those in the New York City, the strengths of
the department stores here will be discussed as whether or
not they can excel themselves in the local retailing
business and find a niche to boost sales.
According to Mr Yoshiaki Yamamoto- a director of Itokin,
the Osaka-based design and garment manufacturing company,
Hong Kong has the right credentials to make a big impact
on the world's fashion scene. He said that Hong Kong
could well become as international as Tokyo in the near
future. He further stated that it was really a matter of
time. (10) Hong Kong has to shed its image of low-quality
products and beginning to compete on an international
level. Hong Kong could concentrate on its design skills
with manufacturing back-up from China. There is a strong
market to be exploited which favours more towards the
designer and character (DC) brands. This is the most
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elite categories marketed in small numbers at high prices.
The success of the fashion sections of up-market
department store depends very much on the responsiveness
of the fashion management staff to react to the emphasis
on style and quality. Hong Kong is treated as more of an
information processing centre rather than a factory base.
It is a recipient of world's most up-to-date trends and
the fashion sense can best be cultivated and expanded
locally.
In addition, there is a growing trend of the fashion arena
in Hong Kong to place more emphasis on the individual
rather than the mass consumer. The transition from one
market to another has spawned a number of collections from
haute couture to designer and character brands. The
fashion corners of the up-market department store are
urged to take a deeper investigation into the up-and-
coming trend for more individualistic style.
In addition, there is a niche apparent in the local women
fashion market. The working women are yearning for
practical up-market fashion offered at sensible prices.
They are also looking for several other inducements, as
iterated by Ms Janet Collins, the Richard Shop's
Operations Director, these are a wide range of styles and
sizes, comfortable fitting rooms (plenty of space and lots
of mirrors) and several colour stories of catalogues.
Richard Shop is now nipping in ahead of Marks and Sparks
to take a good slice of the upper-end market for women
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fashion. Pitched at professional women, the Richard Shop
offers stylish mix-and-match co-ordinates that never go to
extremes.
Exclusivity is a major asset for the fashion corner to
exploit at. To control the style as well as the quantity
poses the major attraction for customers in the up-market
fashion world. Hong Kong has the potentials to imitate
from other cities- for fashion insights because of her
commnication networks in the global fashion world. The
search for fashion trends is of no difficulty at all to
the fashion management staff of the department store. it
all depends on their reactive power and responsiveness





Before the author attempts to delineate the
recommendations for the up-market department store to
adopt, there is a need to describe the new growing breed
of. working women in the local business milieu making a
huge market niche to be tackled.
8.1 The Significance of Clothing to Women Executives
Clothing has been considered an important factor in
image perception of the human body. Barber and Lobel
(1952) stated that clothing has at least three functions:
utilitarian, aesthetic, and symbolic of the wearer's
social roles..
Traditionally, important uses of clothing for many
women has been to project a role image. The clothing a
woman wore thus revealed her self-identity and
demonstrated her aesthetic taste. The advent of the
female executives,and the entry of women into the ranks of
managers has, however, added a new dimension to women's
selection and usage of clothing styles. Clothing that
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projects a professional image may also reinforce the
woman's self confidence and feelings of competence in her
job, thus leading to improved work performance.
8.2 Is' there a market for woman executive
arP s/clothinas?
Undoubtedly, there is a great demand for women
executives'' dress/clothing in the local market. The
question arises, however, as to what type of clothing or
clothing style projects the appropriate professional
image. For the male executive there is an established
dress code. The relatively recent large-scale advent of
the female executives, however, implies that an equivalent
code for women has yet to evolve.
The full-fledged arrival of the female executives on
the corporate scene has resulted in the emergence of a new
'and distinct segment in the market for women's clothing.
In contrast to women who buy clothing for use in a social
context and who make personalised evaluations
predominantly based on aesthetic criteria, this segment is
primarily concerned with the appropriateness of clothing
for the business environment.
8.3 Strategies and Recommendations
The fashion corners of the up-market department store
have great potentials to attract customers into the
store. The following are the store's strategies to be
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taken into account together with the customer profile to
be exploited.
On the store level, special efforts are to be placed
to the exterior and interior decorations to form a high
class and an elegant image. Image building is of much
significance to potential upper-end customers. They are
concerned about the stores they shop at. Thus, image set-
up* can draw much of their attention. On the exterior of
the store, window displays must be of a visual appeal. In
this way, visual merchandising is highly encouraged which
only takes in the most up-to-date fashion with the trend
colours, styles and patterns. On the interior, roomy
space must be available to form a cosy environment for the
target market. The boutique stores inside the store are
the reflections of high-class fashion with good quality
and most enchanting styles in store. The lighting should
be a revelation of warmth and comfortableness.
The marketing strategies include positioning,
product, pricing, and sales force. The store should be
poised as up-market with high-quality and the latest
fashion merchandise. Quantities should be strictly
controlled to allow the store's image of exclusivity to
flourish amongst the targeted customers. The selling of
the product is to be augmented with good packaging. What
this means is the wrapping up of the product. This is a
generally neglected area to give heed to. The fashion
boutique stores inside the store should design an overall
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wrapping bag or box of their own to pose as the centre of
fashion locally. Pricing must be sensibly and reasonably
set to enlarge the target market to include those who can
well afford the clothings and at the same time willing to
pay for the goods.
As regards the sales force of the fashion boutiques
inside the store, they are in direct contacts with the
customers. Being the front-line staff to serve the
potential customers, they are the projections of the
store. To be successful, the qualities they must possess
include politeness, a thorough knowledge of merchandise,
selling techniques, appearance and behaviour consistent
with the store's prestigious image, availability to serve
instanteously, and enthusiasm. (11)
With reference to the services to be offered in the
store, there should include the displays of the up-to-the-
minute catalogues in front of each fashion counter. Well-.
trained escorts inside the store should be present to
answer any enquiries regarding fashion. Thus, these
people must.possess excellent fashion sense to give advice
to customers for size, colour, pattern or style
recommendations. It is best to employ fashion experts to
take up this post. Like the escort service provided in
New York's department stores, this expert service helps
customers coordinate clothes without any pressurizing at
all.
On the customer level, it is seen that a niche for
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working women clothing apparel is present to be exploited.
This group favours simple and tailored clothings with
elegance and feminine flair. These women are searching
for something to represent their work status. Other than
the dress itself, some complementary items like brooches
and scarves should be available in store to add to the
working women stylish apparel.
In this regard, the Fashion Director is playing a
significant role in coordinating the different boutique
stores to form a match with such a working woman image of
the store. This Fashion Director is held responsible for
building a different concept of retailing in the store.
The store is to be structured as a place for high class
fashion with good values. The concept of a clothing
investment must be expanded to mean more..than just
seasonal purchases. He/she is the one who plans,
organises, directs, evaluates and controls the entire




To conclude, it is clearly observed that an untapped
market for women fashion is in existence for the people in
the fashion world to exploit at.
In order to excel in today's competitive business arena,
there are several aspects for the local department store
to adopt the concepts and practices of the department
stores in the New York City.
In terms of international network to receive the most up-
to-the-minute fashion information, Hong Kong can intake
the latest fashion trend to play a leading role to promote
the fashion sense in the region.
However, it is admitted that Hong Kong is lagging behind
the United States retailing business in the women fashion
industry. Unfavourable to the up-market department stores
here is the vast increase in market size due to expanding
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local disposable income, profits are sufficient enough to
lure the low-to-medium department stores to take huge
slices of.-the market. on the other hand, there is a lack
of tough, competition in the up-market ladies' clothing
niches. These stores remain inertia for more creativity
and marketing strategies to attract prospective customers.
In addition, the up-market department.store like Shui Hing
as observed locally is still in the possession of a family
business mentality. The one-man dominance in decision-
making inhibits flexibility and innovation. Also
important to note is the British retailing model as
practised by Lane Crawford. The store is way behind the
United States that is more reserved for conservative
marketing strategies. It is less open to receiving new
fashion trends and having changes. At the same time,
there is no consultant stimulation being manipulated to
reverse the organisational downward trend. No
professionally trained class of store/window designers,'
buyers, fashion show presenters, sales force to build a
conspicuous high-class store image. Managerial talent to
govern the whole process of marketing strategies seems
also lacking in the store.
In view of the strengths and weaknesses of the up-market
department stores in the local area, opportunities still
exist for the fashion people to explore. Its success
depends very much on the efforts of the talented fashion
experts to probe into the market and the excellent fashion
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managerial workforce to employ the appropriate concepts
and practices. This is to achieve a strong foothold of
the store in the region and have it flourished in the
years to come.
To close, like the most respected Italian fashion designer
Giorgio Armani noted, women of the 80s, first and
foremost, she is intelligent, she thinks, she knows
herself intimately,she sees herself clearly, and she knows
how to enhance her looks realistically. Hence, this is
the group of women to be looked after by the fashion
experts of the department store. This store has to
thoroughly investigate into this market if it is to
succeed in the fashion world.
RETAIL INSTALLMENT CREDIT AGREEMENT
Bergdorf Goodman,as "Seller and the customer, as "Buyer"
agree that all purchaseschargedto Buyer's accountshall be
governed by the following terms
1. Payments The "new balance" shown on cach monthiy
statement shall be paid at the City of NewYork within 30
days from the dosing date shownon such statement. in
which case no FINANCECHARGEwill beadded.or if Buyer
choosesmaybe paid in monthly installments of % or more
of eachmonth'snewbalance(but not less than $ 50)
2. Finance Charges, A FINANCECHARGEwill be added upon
any monthly statement showing a " previous balance"
unlesspavmentsand other cadits shownon such statement
equal or execed the previous balance THe FINANCE
CHARGEis computedby applving to the "average daily
balanceshownon the monthlystatementa periodic rate of
1.5% which is an ANNUALPERCENTAGERATE of 18%,
subject to a minimumcharge of 50% per month. The
"average daily balance" is determinedas follows
(a) Westaret with the " previous balance" shownon the
statement.
(b) Eachday of the billing period wesubtractpaymentsand
other credits and add newpurchasesand debits. giving us
the daily balances
(c) Wethen total the daily balancesanddivide that total by
the numberof daysin the billing period
3. Collection. If Buyerfails to pay any installment whendue
Seller mayrequire immediatepaymentof the entire balance
of the account.andif the accountis referred to an attorney
whois not a salaried employceof Seller or other holder of
the accountfor collection. Buyershall payas attorney's fees
an amount equal to 20% of the entire balance of the
account
4. Authorizations.BuyeranthorizesSeller (a) to issue a eredit
card to Buyer. whichsall remainthe property of Seller and
shall be returned to seller upondemand;(b) to makesuch
investigations of Buyer's credit record (induding the credit
recordof Buyer'sspouse.if appropriate) is it mayconsider
necessary(c) to establish in tis sole discretion a maximum
amount of credit which may be extended on Buyer's
accountand (d) to furnish information regarding Buyer's
accountto consumereportingagenciesand others havinga
legitimate needfor suchinformation.
5. TermBuyershall be entitled to chargepurchasesfromseller
in accordancewith this agreementfollow ingacceptanceby
seller of buyer's completedapplication. seller mayat any
time limit or terminate Buyer's chargeprivileges or amend
this agreementsubject to the provisions of applieable laws.
but suchchangeshall not affect existing obligations.
NOTICE
ANY HOLDER OF THIS CONSUMER CREDIT
CONTRACT IS SUBJECT TO ALL CLAIMS
AND DEFENSES WHICH THE DEBTOR
COULD ASSERT AGAINST THE SELLER OF
GOODS OR SERVICES OBTAINED
PURSUANT HERETO OR WITH THE
PROCEEDS HEREOF RECOVERY
HEREUNDER BY THE DEBTOR SHALL NOT
EXCEED AMOUNTS PAID BY THE DEBTOR
HEREUNDER
In order to properly processyour application. or in the
event of any update. renewalor extension thereof. Seller
mayrequest a constimerreport Uponyour request youwill
be informed whether or not a consumer report was
requested and if so the nameand addressof the consumer
reporting agencythat furnished the report
NOTICE TO BUYER
1. Do not sign this credit agreement before you
read it or if it contains any blank space
2. You are entitled to a completely filled in copy
of this credit agreeement






















Appendix 2 Sake Fifth Avenue
You Are Cordially Invited
to enjoy the greater shopping. convenience
of a Sake Fifth Avenue
Option Charge Account
There are no finance charges
if the complete balance is paid by your next billing date
Of course, you may extend your payments so that
you pay as little as 1/6 of your balance each month
(minimum payment is $20 ), plus a small finance charge.
For complete details, please read the agreement on the
inside of this form.
Advantages of a Saks Fifth Avenue Charge Account
1. Advance notification of sales and events.
2. Easier to keep track of purchases.
3. Easier to make returns.
4. If your business gift needs require it, you can open up a
business charge account.
5. We will be glad to bill your personal account to your office
if you prefer
6. Always carry your SFA charge card. but if you leave it home
any salesperson can verify your account in two minutes so
you can still have the convenience of using your SFA account.
7. You may charge at any SFA store throughout the country
when you travel or are on vacation.
Athmia Rala Cynwyd Bal Rarbour Beachwood Bergen County Beverlv Hills Boca Raton Boston
Carmid By The Sed Chevy Chase Chieago Cincinnati Dadeland Dallas Fairlane F1 lauderdale
Frentenad Garden City Houston Kansas City La Jolla Las Vegas Mission Valley New York New
Ireland Al brook Wings Mills palm Beach Palm Springs Palo Alto Phoenix Pillsburgh San
Antonio San Francisco Stokie Southampton South Coasi Plasa Springheld Stamiord Troy Lusa
West Houston White Plain Woodland Hill
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67Appendix 5 Lane Crawford
ESCADA
A casualelegancethat belies a hint of the
exotic A drapeof cool cotton with prints
straight out of Africa. Themysteriousbeauty
of spring fromEscada.
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